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Abstrak 
Saat ini banyak ibu rumah tangga memiliki bisnis sampingan yang sesuai dengan keterampilan dan 
hobi mereka. Adapun tujuan dari bisnis sampingan tersebut adalah untuk membantu kebutuhan 
keuangan rumah tangga mereka. Penelitian sebelumnya telah menunjukkan bahwa ibu rumah 
tangga yang juga pengusaha perempuan memiliki kontribusi yang signifikan terhadap 
kesejahteraan keluarga. Namun demikian, terdapat kesulitan dari ibu rumah tangga dalam 
memasarkan produk dan layanan mereka. Pengabdian ini melaksanakan sosialisasi terkait cara 
membuat akun e-commerce dan menggunakannya sebagai alternatif untuk menjual produk dan 
layanan mereka. Selain itu, hasil dari kegiatan layanan masyarakat internasional ini adalah bahwa 
ibu rumah tangga dapat menjual produk dan layanan mereka melalui e-commerce. Menurut hasil 
survei pada kegiatan sosialisasi ini, diketahui bahwa hambatan bagi ibu rumah tangga adalah 
masih rendahnya pendidikan mereka dimana 65% dari mereka memiliki pendidikan sekolah 
menengah. Juga, kepemilikan aplikasi internet banking dan mobile banking masih rendah, yaitu 
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35%. Dengan demikian, kepemilikan yang rendah atas aplikasi internet banking dan mobile 
banking membuat mereka kesulitan untuk menjual produk dan layanannya melalui e-commerce. 
Semua peserta sosialisasi menyatakan bahwa kegiatan ini bermanfaat dan menambah pengetahuan 
mereka. Selanjutnya untuk dapat meningkatkan omset penjualan mereka adalah melalui perbaikan 
kemasan produk dan layanan mereka untuk membuatnya lebih menarik bagi pembeli. 
 
Kata kunci: Ibu Rumah Tangga, Pengusaha Wanita, Mobile Banking, Internet Banking, E-
Commerce. 
 
Abstract 
The current phenomenon is that many homemakers have a side business following their skills and 
hobbies that aim to help their household financial needs. Previous research has shown that 
homemakers who are also women entrepreneurs have a significant contribution to family welfare. 
However, there are difficulties from homemakers in marketing their products and services. The 
method used in this international community service is socialization related to how to create an e-
commerce account and use it as an alternative to selling their products and services. Furthermore, 
the outcome of this service activity is that homemakers can sell their products and services through 
e-commerce. According to the survey results on this socialization activity, it is known that the 
obstacle for homemakers is that education is still low, 65% of them have high school and junior 
high school education. Also, internet banking and mobile banking application ownership are still 
small, at 35%. Thus, the low ownership of internet banking and mobile banking applications has 
made it difficult for them to sell through e-commerce. All participants of the socialization stated 
that this activity was useful and increased their knowledge. Next to be able to increase their sales 
turnover is through improvements to the packaging of their products and services to make it more 
attractive to buyers.   
 
Keyword : Homemaker, Women Enterpreneur, Mobile Banking, Internet Banking, E-commerce  
 
 
Introduction  
 The bigger amount of Indonesian economy is supported by the micro, small and medium 
enterprises (MSME) sector, or in other words, the backbone of the Indonesian economic is MSME 
(Kristiyanto, 2012; Suci, 2017; Tedjasuksmana, 2014). Furthermore, MSMEs have a value 
proposition in the economy, where at the time of the economic crisis, this sector is able to survive or 
not go bankrupt so that they are still capable to run the economy of society continuously (Nugroho 
et al., 2017). On the other hand, the MSME sector has advantages and has the potential to be further 
developed through appropriate policy and support from the right institution (Prasetyo, 2008; 
Rudiantoro, 2012). Currently, the dynamics of e-commerce have spread to various countries, such 
as the United States and several countries in ASEAN. The growth of e-commerce in ASEAN 
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countries, especially Indonesia, has been growing rapidly with the number of internet users reaching 
88.1 million (Pusat Kajian Komunikasi-PusKaKom FISIP Universitas Indonesia, 2015), and the 
value of transactions carried out by the Indonesian people through e-commerce facilities in 2015 
reached 150 trillion rupiah (Menteri Perdagangan Enggartiasto Lukita, 2016). Furthermore, the 
source of this online transaction is not only from transactions in big cities in Indonesia but also from 
small and rural towns whose people have knowledge about e-commerce and have internet access. 
 According to previous research, from one of the SMEs who have a real contribution to 
improve household welfare are homemakers (Hidayah et al., 2018). As well, many homemakers 
have a profession besides managing their household, but also as an entrepreneur to increase family 
income (P. M. Dewi, 2012; Haryanto, 2008). Furthermore, according to Nugroho & Chowdhury 
(2016), the characteristics of women entrepreneurs are that they choose a business location not far 
from their domicile or even in their home so that they can control their business and also look after 
their children (family). With the rapid development of the internet and its benefits can also be used 
as a tool to market products and services from homemakers, it is necessary to increase the ability of 
homemakers to be able to know and use it. Marketing is one of the primary keys to increasing sales 
turnover from entrepreneurs, aside from the quality of their products and services. According to  
Makarim (2016) and Mcknight & Chervany (2014), E-Commerce is a trading system that is carried 
out electronically via the Internet (web-commerce/internet-commerce). Knowledge and use of 
technology are closely related. However, the collective experience of homemakers is still lower 
when compared to men's knowledge. This low level of expertise of homemakers can be 
demonstrated by the MDGs achievement report in 2011, illustrating how women are still behind 
men so that gender-based development has not been fully achieved. It is known from the aspect of 
education, and the proportion of literacy of women to men has not reached the target of 100 percent.  
From the work sector, the contribution of women in the wage sector in the non-agricultural sector 
only reached 36.6 percent (Alfana et al., 2015). Whereas in terms of empowerment, the ratio of 
women in parliament has only reached 18.4 percent. Thus the objectives of the socialization and 
community service activities is enabling the use of e-commerce in homemaker who aims for 
productive activities. Nevertheless according to (Nugroho et al., 2019), the MDG’s program already 
continued by the SDGs program to solve the problems that not finish yet in the MDGs program that 
ran in the period (2010-2015). One of the issues that use to be improving in the SDGs program is 
the boosting of women entrepreneur capacities to become equal with man entrepreneur (Metcalfe, 
2011).  
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The phenomenon that occurs is that women entrepreneurs have limited market access, 
difficulties in accessing capital and also low knowledge of women entrepreneurs compared to 
women entrepreneurs (Kristanto & Andreas, 2014).  Furthermore, knowledge and ability to use 
online services can solve the limited of market access and also can increase business activities and 
the impact is the increase sales turnover from women entrepreneurs (Chapman et al., 2002). For this 
reason, socialization to housewives as financial managers and business partners is needed to 
increase family income. Therefore the output of understanding e-commerce socialization activities 
for homemakers are to increase the knowledge and use of homemakers in using e-commerce 
(Nugroho et al., 2019). The international community services that incorporated between Universitas 
Mercu Buana, and University Sains Malaysia, aim to increase the capacity of micro and small 
entrepreneurs, especially women entrepreneurs. One issue related to the limitations of women 
entrepreneurs is the use of e-commerce platforms to sell their goods and services.  
 
Methods  
 The mechanism of implementing international joint community service is through 
socialization with lectures and discussions. The implementation of this joint community service is 
aimed at homemakers who are assisted by Kelurahan Meruya Utara, Kembangan District, West 
Jakarta, Indonesia. Also, the material delivery mechanism is interactive and adapts to the needs of 
homemakers to increase their side business income. Furthermore, the socialization was held in a full 
day on 22 August 2019. Neverthelss, the socialization mechanism includes the following matters: 
 Knowing the hobbies and skills of homemakers and the side businesses they already have; 
 Knowledge sharing related to the definition of e-commerce and how to sell and market products 
and services from side businesses owned by housewives through e-commerce. 
 The implementation method used in this activity is the delivery of material that is dialogue. 
The steps are as follows: 
 Explore the abilities and hobbies of homemakers and the side businesses they have; 
 Explain the function of e-commerce; 
 Communicate the benefits of e-commerce and how to have an e-commerce account. 
 
Result and Discussion  
 The implementation of joint international community service with the theme of enhancing the 
productivity of homemaker by e-commerce between the Faculty of Economics and Business of the 
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University of Mercu Buana with the School of Management at Universiti Sain Malaysia was held 
on August 22, 2019. The place for joint international community service was in Kelurahan Meruya 
Utara, Kembangan, West Jakarta, which was attended by 20 participants homemakers. The age of 
the participants and types of side businesses and their education are as follows: 
 
Table 1 Age and Education of Participants in the Socialization  
Age Amount Percentage Education Amount Percentage
26-35 7 35% Junior high school 3 15%
36-45 8 40% Senior high school 10 50%
46-55 5 25% Bachelor 7 35%
Total 20 100% Total 20 100%  
  
 Furthermore, following table 1 above, it is known that the majority of participants in the 
socialization are in the productive age of between 26 to 45 years, as many as 75% of the 
participants. In terms of education, the majority of participants are high school, which is 50% of the 
participants. Also, homemakers of productive age tend to have more concern to improve the welfare 
of their families which is also supported by their higher knowledge. Furthermore, the highest level 
of education of a homemaker and the most number is homemaker aged between 26 to 35 years, with 
an amount 5 homemaker (table 2).  
The desire to increase knowledge aimed at improving the income of side businesses from 
homemaker is dominated by homemaker at productive ages. This is in line with previous research 
also states the same thing where innovation and creativity tend to be present at a productive age 
(Heunks, 1998; Mumford & Gustafson, 1988), therefore, the target of this socialization is 
housewives at a productive age and have side businesses. Side businesses developed at a productive 
age have a higher success rate than businesses developed in old age. There are many incidents of 
business done at the age of 50 years have a greater chance of failure when compared to businesses 
that have been initiated since a young age (Iswanti & Fathiyah, 2014; Widyowati & Hadjam, 2014). 
Homemakers as women entrepreneurs have a significant role in supporting family life, especially 
looking for additional income to cover unexpected expenses. Some essential fees to anticipate are 
health costs and education costs for children.  
 
Table 2 Education Level Based on Age of Participants  
Age Junior High School Senior High School Bachelor
26-35 0 2 5
36-45 1 5 2
46-55 2 3 0
Total 3 10 7  
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Figure 1 Percentage of Education Level by Age of Participants 
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The socialization program began with the delivery that the majority of side businesses carried 
out by housewives started from their hobbies (Walker et al., 2008). Furthermore, these hobbies can 
be increased to an expert if they pursue and develop their hobbies with knowledge and skills in the 
field (Ceddia et al., 2009). Based on the results of a survey that we conducted at this socialization 
event, all participants have a side business that is also their hobby. Besides, their business sector is 
synonymous with businesses that can be run by women, that can be carried out by housewives 
while caring for their families (Mckay, 2001). The support and motivation of the husband have a 
vital role for women entrepreneurs. The husband's support aims to increase self-confidence and also 
provide awareness that their partners have sufficient potential and the capacity to become successful 
women entrepreneurs. Also, cooperation and understanding between husband and wife in managing 
the household becomes essential. The purpose of opening a business is not only to improve welfare 
from the material side but also in terms of the psychology of child development and appropriate 
parenting. A happy family cannot be fulfilled by material needs only, but spiritual aspects are 
needed for all family members (E. Dewi, 2017; Diener et al., 2010). Therefore the business sector 
chosen by women entrepreneurs becomes very important to fulfill family responsibilities. The 
business sector based on survey results at the socialization event is as follows: 
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Tabel 3 Type of Side Business from Participant 
Side Business Amount Percentage
Accessories 4 20%
Electronic 1 5%
Food/Beverage 10 50%
Household appliances 1 5%
Bags/Shoes/Clothing 4 20%
Total 20 100%  
 
 Following table 3 above, it is known that the side business undertaken by housewives is a 
food/beverage business, which also becomes their hobby of 50%. The side business of selling food 
is synonymous with the expertise of homemakers in meeting the daily needs of their families. 
Besides, the majority of homemakers have a hobby in cooking so that for them in running a side 
business that is by the hobby will be more focused. Furthermore, according to Saragih (2017) if the 
hobbies and expertise are combined, the services or products produced will be of high quality. Also, 
other business sectors that make up the majority in the side business of homemakers are 
bagging/shoes/clothing and accessories with a portion of 20%. Side business in the 
bag/shoes/clothing and accessories sector is also a business that is synonymous with women. The 
implementation of the socialization went well by providing information that making an account at a 
bank is the main requirement in selling goods and services using e-commerce media. Furthermore, 
based on the survey results, it turns out that all participants of the socialization already have an 
account with a bank. However, only 35% use mobile and internet banking facilities. Mobile and 
internet banking users are mostly young at ages 26-35, which is 20% of total savings account 
holders. 
 
Table 4 Conventional Bank – Sharia/Islamic Bank Accounts and Mobile & Internet Banking Users 
from Homemakers Participating in the program 
 Age Bank Account Mobile & Internet Banking Islamic Bank Account Mobile & Internet Banking Islamic Bank Account
26-35 7 4 0 20% 0%
36-45 8 3 2 15% 10%
46-55 5 0 0 0% 0%
Total 20 7 2 35% 10%
PercentageAmount
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Figure 2 Users of Conventional Bank – Sharia/Islamic Bank Accounts and Mobile & Internet 
Banking Users from Participants 
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 Besides, ownership-based on Figure 2 ownership of Islamic bank accounts is only owned by 
housewives aged 36-45 years. This shows that not many homemakers have accounts from Islamic 
banks, which is 10% of the total homemakers present at the socialization program (table 4). The 
outreach activities went well, and all participants responded that the E-Commerce outreach program 
to help sell their products and services was very useful. Empowering homemakers who have 
hobbies and can commercialize their products and services that aim to increase their sales turnover 
and need to improve the quality and appearance of the packaging of products and services as 
portrayed on Figure 3. 
 
Figure 3 The Implementation of Socialization Program 
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Conclusion  
 The role of homemakers (women entrepreneurs) in improving household welfare has a 
significant role besides their obligation to care for their children. Therefore, the sectors that make 
up the majority of side businesses of homemakers are food/beverage and bag/shoes/clothing. 
Furthermore, the socialization of the use of e-commerce to homemakers gets enthusiasm and 
excellent response from the participants. However, obstacles related to the use of e-commerce are 
the low education of homemakers and also the small ownership of mobile banking and internet 
banking as a tool to support financial transactions in marketing their products and services in e-
commerce. Also, attractive packaging for their products and services also needs to be improved so 
that it can provide added value. 
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